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A survey was administered to 488 students in the School of Family, Consumer, and 
Nutrition Sciences to assess perceptions of the portrayal of older adults in magazine 
advertisements featured during 1978 and 1998. The instrument consisted of eighteen 
color advertisements from 1978 and 1998 issues of nine popular magazines. Using a 
semantic differential scale, students rated each advertisement on six pairs of adjectives: 
passive lifestyle/active lifestyle, foolish/wise, independent/dependent, happy/unhappy, 
sickly/healthy, attractive/unattractive. An analysis of variance (ANOVA) tested for 
differences in perceptions of the portrayal of older adult models in 1978 and 1998 
advertisements. Overall, 1978 models were portrayed more positively. Specifically, 
models in 1998 advertisements were perceived to be more independent, happy, and 
attractive than 1978 models, while those in 1978 advertisements were rated as more wise, 
healthy, active, and more positive overall than 1998 models.
W
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Abstract
A survey was administered to 488 students in the School of Family, Consumer, 
and Nutrition Sciences to assess perceptions of the portrayal of older adults in magazine 
advertisements featured during 1978 and 1998. The instrument consisted of eighteen 
color advertisements from 1978 and 1998 issues of nine popular magazines. Using a 
semantic differential scale, students rated each advertisement on six pairs of adjectives: 
passive lifestyle/active lifestyle, foolish/wise, independent/dependent, happy/unhappy, 
sickly/healthy, attractive/unattractive. An analysis of variance (ANOVA) tested for 
differences in perceptions of the portrayal of older adult models in 1978 and 1998 
advertisements. Overall, 1978 models were portrayed more positively. Specifically, 
models in 1998 advertisements were perceived to be more independent, happy, and 
attractive than 1978 models, while those in 1978 advertisements were rated as more wise, 
healthy, active, and more positive overall than 1998 models.
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The Portrayal o f Older Adults in M agazine Advertising 
The Problem and Its Setting 
The Statement o f the Problem
The purpose of this study was to determine whether the portrayal of older adult 
models in magazine advertisements has changed over the past twenty years. 
Characteristics of models studied included: passive lifestyle/active lifestyle, foolish/wise, 
independent/dependent, happy/unhappy, sickly/healthy, attractive/unattractive.
Gam bles
Independent Variable.
The independent variable was the year in which the advertisement depicting the 
older adult model appeared The attributes of the independent variable were 1978 and 
1998.
Ikpgndeii tVariahtet
The dependent variable was the perception of the portrayal of older adult models 
in selected magazine advertisements. Overall scores on the perceptions scale indicated 
perceptions ranging from positive to negative. Specific portrayal characteristics 
measured included: passive lifestyle/active lifestyle, foolish/wise, 
independent/dependent, happy/unhappy, sickly/healthy, attractive/unattractive. 
XheJSHhpr-ftbtems
1. The first subproblem. The first subproblem was to determine whether older 
adults in magazine advertisements from 1998 were perceived more positively overall 
than those in advertisements from 1978.
2. The second subproblem. The second subproblem was to determine the 
difference in perceptions of older adults in magazine advertisements from 1978 and 1998 
on the attribute, passive lifestyle/active lifestyle.
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W 3. The third subproblem. The third subproblem was to determine the difference 
in perceptions of older adults in magazine advertisements from 1978 and 1998 on the 
attribute, foolish/wise.
4. The fourth subproblem. The fourth subproblem was to determine the 
difference in perceptions of older adults in magazine advertisements from 1978 and 1998 
on the attribute, independent/dependent.
4. The fifth subproblem. The fifth subproblem was to determine the difference 
in perceptions of older adults in magazine advertisements from 1978 and 1998 on the 
attribute, happy/unhappy.
6. The sixth subproblem. The sixth subproblem was to determine the difference 
in perceptions of older adults in magazine advertisements from 1978 and 1998 on the 
attribute, sickly/healthy.
7. The seventhLSubproblem. The seventh subproblem was to determine the 
difference in perceptions o f older adults in magazine advertisements from 1978 and 1998 
on the attribute, attractive/unattractive.
Hypotheses
HI: Older adults featured in magazine advertisements from 1998 will be rated more 
positively overall than those in advertisements from 1978.
H2: Older adults featured in magazine advertisements from 1998 will be rated as having 
more active lifestyles than those in advertisements from 1978.
H3: Older adults featured in magazine advertisements from 1998 will be rated as wiser 
than those in advertisements from 1978.
H4: Older adults featured in magazine advertisements from 1998 will be rated as more 
independent than those in advertisements from 1978.
H5: Older adults featured in magazine advertisements from 1998 will be rated as happier 
than those in advertisements from 1978.
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H6: Older adults featured in magazine advertisements from 1998 will be rated as 
healthier than those in advertisements from 1978.
H7: Older adults featured in magazine advertisements from 1998 will be rated as more 
attractive than those in advertisements from 1978.
Justification
It is important to determine whether the use of older adult models has changed 
over the past twenty years and whether current use of older models accurately reflects the 
presence of older adults in the general population. The portrayal of older adults in a 
negative light could lead to stereotyping of this growing population segment. On the 
other hand, portraying older adults too positively may have the effect of obscuring very 
real problems of older adults who may not be healthy, active, and financially 
independent. This study will determine whether students perceive a difference in the 
portrayal of older adults in magazine advertisements from 1978 and 1998.
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Review o f Literature
Mjcodiictlati
With the baby boomer population reaching older adult status, the birth rate 
declining, and the life expectancy rate rising in the United States, the older adult 
population is increasing in size. Older adults are gaining in spending power, and may 
turn to advertising more often for product information. This information makes the 
older adult population important for businesses to consider.
Advertisers have realized that adults are living longer and spending more money; 
accordingly, they recognize the increase in demand for older adults in advertising 
(Peterson, 1992; Roy & Harwood, 1997; Skenazy, 1988). With this in mind, it is likely 
that the role of older adults in advertising will continue to focus more on targeting the 
older adult population. Already, shifts in advertising styles can be seen. Such changes 
may not only affect advertising but society as well. This review of literature will 
examine research findings through the years pertaining to the representation of older 
adults in advertising, how older adult models are portrayed in advertisements, reasons 
why older adults are depicted the way they are, and the effects advertisements have on 
older adults.
Representation of Older Adults in Advertising
Researchers have found that the number of older adult models in magazine 
advertisements has increased over the years, but they are still underrepresented in 
advertisements in proportion to their population in society (Peterson, 1996; Roberts & 
Zhou, 1997; Swayne & Greco, 1987; Winski, 1992). Women and minorities are largely 
underrepresented compared with white, older adult males (Roy & Harwood, 1997; Ursic, 
Ursic, & Ursic, 1986). This suggests that the older adult population may not be immune 
to racial and gender biases. However, others have found just the opposite: more older 
adult women than older adult men are represented in advertisements (Roberts & Zhou, 
1997; Swayne & Greco, 1987).
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Portrayal of Older Adults in Advertising
In the past, older people have been depicted in a negative manner in 
advertisements. Researchers have found that, especially for women, the image of the 
elderly in advertisements has been unhealthy, inactive, weak, and poor (Peterson, 1992; 
Roberts & Zhou, 1997; Swayne & Greco, 1987; Ursic, et al., 1986). Adler (1996) 
contended that older adults in the 1990s live much more multidimensional lives than 
those depicted in advertisements.
Although the depiction of the older adults in advertising is changing, many 
stereotypes are perpetuated. From the 1970s to the 1980s, stereotypes of older adults 
changed from a poor, weak group to a wealthy, powerful group (Miller, 1991; Minkler, 
1989). More recently they have been depicted in more work settings, as a higher class, 
and in higher level jobs such as executive positions (Roy & Harwood, 1997; Ursic, et al., 
1986). Roberts and Zhou (1997) reported that both female and male older adults were 
shown more in home settings and less in business settings. They found that 
representation of older adults in advertisements with business settings had decreased in 
the 1990s, and suggested that this could be due to a shift in the American way of life. 
However, Roberts and Zhou did find that when the older adults were depicted in a work 
setting, it was one of higher occupational status than in previous years (1997). 
Researchers also have found that in television advertisements in the 1990s, older adults 
are depicted as happier, stronger, lucid, and more active, which supports the idea that the 
image of older adults is shifting to a more positive one (Roy & Harwood, 1997).
The depiction of older adults in advertisements has been stereotypical with 
regard to race and gender. Ursic, Ursic, & Ursic observed that males were shown in 
more occupational settings, while older adult females were shown in more social settings 
(1986). In television advertisements, there were numerous models for older males, but 
few models for older women (Workman & Johnson, 1989). Although the portrayal of 
older women and minorities seem to be linked with the most biases and negative images,
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older adults as a whole face some negative feedback in advertisements. This is clearly 
demonstrated when younger models are featured more commonly, even for the products 
that are marketed to older adults (Peterson, 1996; Swayne & Greco, 1987).
Older Adult Image in Advertising
Researchers have provided many reasons why the image of older adults is the way 
it is. One reason is that young people working in advertising agencies may have trouble 
identifying with older customers (Miller, 1991). Some advertisers have not been trained 
in targeting older adults, and they may have bought into stereotypes our society has about 
the older adults (Tafler, 1997). A tendency to use younger models in advertisements 
could be not only because young advertising agents cannot relate to older adults, but also 
because advertisers feel that people hold negative attitudes toward older adults, and 
advertisers fear a negative reaction (Day & Stafford, 1997; Lahey, 1997; Milliman & 
Erffmeyer, 1990). Some advertisers state that they cannot focus on every specific group, 
and that they rely on reaching the mass market to sell their products (Lahey, 1997).
Advertisers’ reasoning for using younger models may not reflect negatively on 
older adults. Perhaps younger models are used to appeal to older adults at their cognitive 
age and not their physical age. Minkler found that older adults claim they feel ten to 
fifteen years younger than their actual age, and they can identify with middle age people 
featured in advertisements (1989). Milliman & Erffmeyer discovered that there was no 
difference in identification of older adults with middle age models in comparison with 
older models, suggesting that seniors react to models who are their cognitive age, as well 
as those who are their actual age (1990). In contrast, Nelson and Smith stated that 
regardless of cognitive age and life satisfaction levels, older adults tend to identify with 
older adult models in advertisements (1988). Milliman & Erffmeyer claim that older 
adults identify with older models because they appear to be more credible and 
trustworthy (1990).
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Peterson asserts that if society’s attitudes about older adults change, advertising 
will change as well (1992). According to Lahey, advertisers are starting to pay more 
attention to the kind of models with whom older consumers can identify because of their 
increasing spending power (1997). Advertisers are trying to portray older adults as more 
of a heterogeneous group, having a variety of characteristics. Lahey states that it is more 
difficult to reach all older adult consumers because of their heterogeneity (1997).
Effects o f Advertising on Older Adults
Advertisements are viewed by a large number of older adults. More than half of 
seniors read a newspaper every day, and 33% of those age 65 and older watch more than 
35 hours of television a week (Lahey, 1997). Growing reliance on mass media for news 
and product-related information could intensify the impact advertising has on older 
adults and their perception of themselves. The mass media gives older adults ideas about 
their roles and how society wants them to behave (Roy & Harwood, 1997; Swayne & 
Greco, 1987). Advertising has a way of expanding social distance between older adults 
and the rest of society (Day & Stafford, 1997). Some goods and services such as burial 
insurance plans, which are marketed to older adults, may contribute to social distancing 
of older adult consumers (Minkler, 1989). Underrepresentation of older adults may lead 
them to believe that they are not valued as customers by the marketers (Swayne & Greco, 
1987).
The effects on self-esteem may be compounded for older minorities and women, 
who are less frequently represented. Advertisements make it seem that it is more 
acceptable for men to age gracefully and publicly, whereas women and minorities are 
expected to be hidden as they age (Roy & Harwood, 1997). Many advertising executives 
believe that advertising does not play an important part in socializing (Greco, 1988). 
Finally, putting more older adult models in advertising, like mainstreaming for children 
with disabilities, may help socially integrate older adults and help improve society’s 
image of them (Minkler, 1989).
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Methodology
Selection. otlhfiJSampte
The sample consisted of 488 students enrolled in sixteen Family, Consumer, and 
Nutrition Science classes at a midwestem university. These students were chosen as the 
target group because many of them are training for professions in which they will work 
with older individuals.
Peyelopment aLtheJostnument
An instrument consisting of eighteen color advertisements from nine popular 
magazines was created (See Appendix A). Systematic selection with a random start was 
used as the process for the selection of advertisements featuring an older adult model. 
The third such advertisement was chosen; if there were only two such advertisements, 
the second one was chosen. These advertisements were evaluated by students using a 
five-point semantic differential scale. The students rated each advertisement on six pairs 
of adjectives: passive lifestyle/active lifestyle, foolish/wise, independent/dependent, 
happy/unhappy, sickly/healthy, attractive/unattractive. Response choices were from one 
to five, with one conveying more negative perceptions and five conveying more positive 
perceptions. Some pair responses later were recoded to fit these criteria. Magazine 
advertisements from 1978 and 1998 were evaluated.
Use of Human Subjects in Research
Consent forms were completed by subjects before participation in the study (See 
Appendix B). This assured students that their responses would not affect their grade, 
answers would be kept confidential, and their names would not be used. In some classes, 
the students were offered bonus points as an incentive for participation. Approval for use 
of human subjects in research was obtained from NIU’s Institutional Review Board 
before data were collected (See Appendix C).
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Administration ofJhe Instrument
The survey was administered to students in sixteen Family, Consumer, and 
Nutrition Sciences classes during class time. To protect confidentiality of participants, 
researchers separated consent forms from the surveys upon submission. The data were 
summarized by NIU testing services.
Treatment oOhe_Pata
The statistical program, SPSS for Windows, was used for data analysis.
Univariate analysis was used to summarize demographic data, and analysis of variance 
(ANOVA) tested the hypotheses.
Besulti
DemographicCharacteristics of the Sample
Four hundred eighty-eight students participated in the study. As shown in Table 
1, the majority of the participants were female (83%). Most of the students surveyed were 
either Caucasian (65.2%) or African-American (14.8%). Ages of the participants ranged 
from 17 or younger to 24 or older, with a mean age of approximately 20 for the sample. 
With regard to student classification, most of the participants (78.7%) were sophomores, 
juniors, or seniors.
Table 1





































Note: N = 488
Testing -ofthsJBlypotheses
H I: Older adults featured in magazine advertisements from 1998 w ill be rated more 
positively overall than those in advertisements from 1978.
Hypothesis one was not supported. Older adults in 1978 advertisements were 
rated more positively overall (Z= -2.087, p=.037) (See Table 2).
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Table 2











*** g<  .001
v*ar/ H2: Older adults featured in magazine advertisements from 1998 will be rated as 
having more active lifestyles than those in advertisements from 1978.
Hypothesis two was not supported. Older adults in 1998 advertisements were considered 
more passive than those in 1978 advertisements (Z= -2.849, p=.004) (See Table 2).
H3: Older adults featured in magazine advertisements from 1998 w ill be rated as 
wiser than those in advertisements from 1978.
Hypothesis three was not supported. Older adults in 1998 advertisements were 
judged as more foolish than those in 1978 advertisements (Z= -9.285, p< .001) (See 
Table 2).
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H4: Older adults featured in magazine advertisements from 1998 will be rated as 
more independent than those in advertisements from 1978.
Hypothesis four was supported Older adults in 1998 advertisements were 
evaluated as more independent than those in 1978 advertisements (Z= 5.864, p< .001) 
(See Table 2).
H5: Older adults featured in magazine advertisements from 1998 w ill be rated as 
happier than those in advertisements from 1978.
Hypothesis five was supported. Older adults in 1998 advertisements were 
evaluated as happier than those in 1978 advertisements (Z= 11.211, p< .001) (See Table 
2).
H6: Older adults featured in magazine advertisements from 1998 w ill be rated as 
healthier than those in advertisements from 1978.
Hypothesis six was not supported. Older adults in 1998 advertisements were 
considered more sickly than those in 1978 advertisements (Z= -12.122, p< .001) (See 
Table 2).
H7: Older adults featured in magazine advertisements from 1998 will be rated as 
more attractive than those in advertisements from 1978.
Hypothesis seven was supported. Older adults in 1998 advertisements were rated 
as more attractive than those in 1978 advertisements (Z= 3.600, p< .001) (See Table 2).
Discussion and Conclusions
The purpose of the study was to determine whether the portrayal of older adults in 
magazine advertisements has changed positively over the past twenty years. Three of the 
seven hypotheses were supported in the study. Older adults featured in 1998 
advertisements were rated as more independent than those featured in 1978 
advertisements. A reason for this may be that older adults in the 1990s are portrayed as 
more independent due to the availability of convenient services and products that may 
have been unavailable to older adults in the 1970s.
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Older adults featured in magazine advertisements from 1998 were rated as 
happier than those featured in 1978 advertisements. The independence of older adults in 
1998 magazine advertisements may be related to their happiness. Since older adults in 
1998 magazine advertisements were rated as more independent than those in 1978 
magazine advertisements, they may have also seemed happier to the participants in the 
study. Also, advertisers may have featured happier older models in 1998 advertisements 
to emphasize the pleasant outcomes of using their products and services.
Older adults featured in magazine advertisements from 1998 were rated as more 
attractive than those in advertisements from 1978. A reason for this may be that 
advertisers in 1998 were more interested in attracting older consumers than were 
advertisers in 1978. They may have featured more attractive older models to appeal to 
older consumers. Another reason may be that advertisers had more positive attitudes 
toward older adults in the 1990s than did advertisers in the 1970s (Roy & Harwood, 
1997), and their choice of attractive models reflects these attitudes.
Older adults in 1998 advertisements were rated more negatively overall. Note 
that looking at characteristics of models actually pictured may help explain this finding. 
Older adults featured in 1998 advertisements were rated as having more passive lifestyles 
than those featured in advertisements from 1978. The randomly selected advertisements 
from 1978 used in the study featured older models fishing, driving, and working. The 
advertisements from 1998, however, featured more close-up pictures and older adults 
looking at the camera or talking. A reason for this may be that the style of 
advertisements has shifted and advertisers were more likely to show the face of the 
model rather than an action or event. Also, older adults are living longer and becoming 
less active as they age. Older models chosen for 1998 advertisements may have reflected 
this reality.
Older adults featured in 1998 advertisements were rated as more foolish than 
those featured in 1978 advertisements. Advertisements from 1998 that were chosen for
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the study seemed to use more humor than those from 1978, depicting foolish older 
characters to amuse consumers. This may be a reason older adults were rated as more 
foolish in the 1998 advertisements.
Older adults featured in magazine advertisements from 1998 were rated as more 
sickly than those featured in advertisements from 1978. Among the 1998 advertisements 
used in the study, two featured older adults with cancer, two featured older adults 
smoking cigars, and one featured an older adult with erectile dysfunction. Medical 
improvements and increased availability of medicine since the 1970s may account for the 
increased frequency of advertisements featuring older adults in need of health care. 
Additionally, some of the 1998 advertisements were for Viagra and cancer treatments 
that were not available in 1978.
The findings suggest that advertisers may want to consider featuring older models 
who are more active, wise, and healthy in magazine advertisements. Older models with 
these qualities may promote more positive attitudes toward older adults, help eliminate 
stereotyping, and appeal to older consumers. However, portraying older adults too 
positively may obscure real problems of older adults who may not be active, wise, and 
healthy. Advertisers actually may be featuring older models who accurately depict 
today’s older adults.
Future researchers may want to use a sample of older adults or professionals who 
work with older adults. The sample of college students was chosen for this study because 
they were likely to work with older adults in the future. Attitudes toward older adults 
probably influence how the older models were rated. Thus, future studies should include 
an “attitudes toward older adults” component as well.
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Appendix A: Magazine Advertisement Survey
We would like to find out more about you to help us interpret the results. Indicate on the scantron 
the response that represents your answer.
133. What is your sex?
1 M ale
2 Female






135. What is your age?







8. 24 or older






137. Are you currently enrolled in a course that covers only topics related to aging and the elderly?
1 Yes
2 No
138. Have you completed a course that covers only topics related to aging and the elderly?
A. Yes
139. Are you currently enrolled in a course that covers aging as one of a number of topics?
1 Yes
2 No
140. Have you completed a course that covers aging as one of a number of topics?
A. Yes
B. No
F°» each picture, indicate your first impression of the model in the advertisement. If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents vour 
impression of the picture. _______
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
1. Passive lifestyle _B_ - -c D _E_ Active lifestyle
2. Foolish c _D_ _E_ Wise
3. Independent _A_ B c _EL _E_ Dependent
4. Happy _A_ B c _D_ J L Unhappy
5. Sickly _A_ C _D_ _E_ Healthy
6. Attractive A B c D F Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
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EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record vour responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture._________________________________________
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Passive lifestyle _A_ C _Q_ Active lifestyle
Foolish _A_ c J L _E_ Wise
Independent _A_ _a_ c J2_ _E_ Dependent
Happy _C_ _D_ Unhappy
Sickly _A_ c _D_ J L Healthy
Attractive _A_ c D _E_ Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture.
Passive lifestyle A c _D_ _E_ Active lifestyle
Foolish _A_ _e_ c D Wise
Independent _A_ J2_ _C_ D _E_ Dependent
Happy _A _ c _D_ _E_ Unhappy
Sickly _A_ c D _E_ Healthy
Attractive J L _D_ _E_ Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement. If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture.
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25. Passive lifestyle .A . _E_ J L P _E_ Active lifestyle
26. Foolish A R C D Wise
27. Independent A B C D Dependent
28. Happy A B C D F. Unhappy
29. Sickly _A_ _B_ _C_ D JL Healthy
30. Attractive _A_ _B_ _C_ D E Unattractive
For-each picture, indicate your first impression of the model in the advertisement If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture. _____________________
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
S i  .you phone ~.iu
Passive lifestyle _A_ R J2_ E Active lifestyle
Foolish _A_ J L J L Wise
Independent _A_ C D _E_ Dependent
Happy _A_ R C _Q_ E Unhappy
Sickly _A_ B C J2_ Healthy
Attractive _A_ B C D E Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
Foreach picture, indicate your first impression of the model in the advertisement. If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture. ________________
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37. Passive lifestyle A
38. Foolish A B
39. Independent B
40. Happy _A_ B
41. Sickly _A_
42. Attractive A B
C D _E_ Active lifestyle
c D E Wise
_C_ _IL E Dependent
-C_ JL E Unhappy
-C- J L _E_ Healthy
c JL. E Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement If the picture contains more than one model, 
use the model that is circled- Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture. ________________________________________________________________
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43. Passive lifestyle J k . _D_ _E_ Active lifestyle
44. Foolish _A_ _c_ _D_ _E_ Wise
45. Independent _A_ c _Q_ _E_ Dependent
46. Happy A _Q_ _E_ Unhappy
47. Sickly A _D_ _E_ Healthy
48. Attractive A JL _D_ _E_ Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement. If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents vour 
impression of the picture. ____________________________
Passive lifestyle A B c _D_ E Active lifestyle
Foolish _A_ J L c _D_ JE_ Wise
Independent _A_ c J2_ _E_ Dependent
Happy _A_ c J 2 . J L Unhappy
Sickly _A_ B c _D_ _E_ Healthy
Attractive _E_ J2_ _E_ Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture.
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Passive lifestyle _A_ _B_ C D J L Active lifestyle
Foolish _A_ c _D_ J L Wise
Independent _E_ c J L Dependent
Happy _A_ c J2_ Unhappy
Sickly _A_ c _n_ Healthy
Attractive _A_ _B_ c _D_ _E_ Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture. ___________________________________________________
This ip ring/T he Cousteau 
Odyssey 'continues with an extra­
ordinary journey into a  legend;
“Calypso’s Search foe Atlantis.. 
Parts I and Ur
 ^In two hour-long specials for 
) television. Captain Jacques 
tsteau explores a  totally new 
theory about the lost civilization.
that has held the imagination of 
People everywhere.
As in his two previous 
Cousteau Odyssey specials. 
Diving for Roman Plunder** 
and "Cal ypso’s Search for the 
Bntanruc," Cousteau again 
fnanagesto open-new doors to 
the mysteries that have been.
buried under the sea. While, put­
ting the indelible stamp of his 
genius on a legend that ’s  sure 
t o  keep inspiring people- for all 
tune.
Calypso sSearch for Atlantis 
IPs an adventure that takes us 
to  one of the key sources'of our 
civilization.
61. Passive lifestyle _A_ _E_ J2_ _E_ Active lifestyle
62. Foolish _A_ _E_ J L J2_ _E_ Wise
63. Independent _A_ c _n_ _E_ Dependent
64. Happy _A_ c _D_ J L Unhappy
65. Sickly _E_ C _D_ _E_ Healthy
66. Attractive A C _D_ _E_ Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture. __________ __________________________________________
Passive lifestyle A A A A A Active lifestyle
Foolish A _B_ C A A Wise
Independent A A A A A Dependent
Happy A A A A A Unhappy
Sickly A B A A A Healthy
Attractive A B A A A Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement. If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture.
AAL's Integrity products proride a *onety of optjons 
that help pay for nursing facility and in-home care.
Sometimes help a  just around die comer, and you don't even know It. For Lutherans, the axiom is very true, especially if they do not know much about Aid Association for Lutherans (AAL), and they are tnirking about purchasing a long-term care (LTQ poky as pan of rhdr own 
comprabensivv retirement plan or for someone they a re  about.
Although AAJL a  not affiliated with the Lutheran dxrch, the fraternal benefit 
society was founded tn 1902 to serve ail Lutherans by providing financial security 
to members and htlpxig those in need. Today, AAL and ta  affHates are a 
powerful resource for Lutherans and their families, offering a wide range of 
financial products and services. A FORTUNE SCO* company headquartered in 
Appleton, Wisconsin, AAL has more than 1.7 mlBon members and is larger than 
98 percent of tfte country's life insurers, with more than $32 billion of individual 
life insurance in force. AAL is aho among the top 10 providers of IndMdual LTC 
policies txxi provides more Lutherans with long-term care coverage than any
ocher insurer.
AALs long-term care insurance product Integrity, is a good example of AAL's 
commitment to  meeting its members' needs. Considering that the cost of care in 
a nursing facility averages $40,000 a year and is expected to rise substantially 
over the next decade, many families could easy  deplete their life savings pitying 
for long-term care. AAL has offered long-term care insurance to Lutherans for 
nearly 10 years. Two types of coverage are offered. The Nursing Facility Plan
m
Passive lifestyle _A_ B J L J L Active lifestyle
Foolish _A_ _L D J L Wise
Independent A J L c J L E Dependent
Happy A _a_ c D J L Unhappy
Sickly .A. J L c J L E Healthy
Attractive _A_ B c J L JL Unattractive
For ea'ch picture, indicate your first impression of the model in the advertisement If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record vour responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture.
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
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No one 
ever told me 
that nutrition 
could be an 
important part 
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Passive lifestyle A _a_ _C_ D _E_ Active lifestyle
Foolish _A_ _c_ _D_ _E_ Wise
Independent A j b _ _c_ _Q_ E Dependent
Happy _E_ Unhappy
Sickly A J L _Q_ _E_ Healthy
Attractive A B C D E Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement. If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture.
Passive lifestyle A c J2_ Active lifesU'le
Foolish _A_ c J L _E_ Wise
Independent A c _Q_ Dependent
Happy A J3_ c D F. Unhappy
Sickly _A_ J L c J L Healthy
Attractive A _E_ c D _E_ Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture.
yoi tehelp. Personal money management Ia os Ilmc-coeuRiiotag as it la Important. 
And lime m what yuo often hove the Least of.
Continental Bask can help you realize effective money management with a minhmirn of 
u™  cmmaihnsnt.
Of courses, w e can handle your daily hanking transactions. But lot a say lbs situation la more 
complex. Lika purchasing a money market Instrument over the phone. Or inttiatii^j a short- 
terra loan for an investment opportunity. We «~an arrange ibarn quickly eftidently.
We can also help you establish long-lRnn floats urtlh tw nprnhonptw ftasni-tsl planning Than 
mobilise and direct the resource* of Chicago's largest bank to aastat you In reaching 
dmst; oiils. Resources that Iraduda trust counselling, Investment management and portfolio 
maintenance services.
The result? You achieve the kind o f moaey management that oould take a lot of Iimo. But 
thanks to us. II doesn't.
Sound interesting? Stop by the Executive Financial Center. lucuiod in tho Rookery at 200 
South LaSalle Street. Or call Mr. Cue C. Browne at 828-6135 for s  personal appointment.
COm NENTAL BANK
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Passive lifestyle A _s_ c _D_ E Active lifestyle
Foolish _A_ _EL _c_ _LL _E_ Wise
Independent A c D E Dependent
Happy _A_ _E_ _Q_ _E_ Unhappy
Sickly A _B_ _c_ D J L Healthy
Attractive _a_ _C_ _D_ J L Unattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
For each picture, indicate your first impression of the model in the advertisement. I f  the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture.
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97. Passive lifestyle JL _ £ _ JL JL A ctive lifestyle
98. Foolish JL JL JL JL W ise
99. Independent J L JL JL _E_ D ependent
100. Happy _A_ JL JL JL Unhappy
101. Sickly _A _ _B_ JL JL JL Healthy
102. A ttractive A _B_ c JL E U nattractive
EVALUATION OF MODELS IN MAGAZINE ADVERTISEMENTS
< For each picture, indicate your first impression of the model in the advertisement. If the picture contains more than one model, 
use the model that is circled. Base your answer only on your reaction to what you see in the picture. Use the scantron sheet to 
record your responses. Darken the bubble that corresponds to the point between the two adjectives that best represents your 
impression of the picture.
Aluminum can collectors have picked 
|p about $128 million* in cash since 
1972 by turning in almost 20 billion 
pans for recycling. A tidy bonanza!
Put the real bonus goes far beyond the 
dollar sign—each time w e recycle an 
iluminum can, w e save 95 percent of 
he energy needed to make new metal 
rom bauxite. In more ways than one, 
Recycling works.
’.more information on aluminum can recycling, write 
^m inum  Company of America, 601 -Y  Alcoa Building, Pittsburgh, PA 1521
103. Passive lifestyle J2_ _E_ Active lifestyle
104. Foolish _A_ c _D_ _E_ Wise
105. Independent _A_ _c_ _Q_ _E_ Dependent
106. Happy c _D_ _E_ Unhappy
107. Sickly _A_ c _D_ Healthy
108. Attractive A B c J2_ E Unattractive
Appendix B: Consent Forms
CONSENT FORM
I understand that the responses I give to this survey will in no way affect my grade in this 
course. Further, I understand that participation by completion of the entire survey will result in a 
total of 3 bonus points added to my final exam score. Any answers I give will be kept anonymous 
and confidential, and results of the survey will be reported in summary form. My name will never 
be associated with my individual responses. Participation in this assignment is voluntary. If I 




------------------------------------------------TEAR o f f  h e r e
CONSENT FORM
I understand that the responses I give to this survey will in no way affect my grade in this 
course. Further, I understand that participation by completion of the entire survey will result in a 
total of 3 bonus points added to my final exam score. Any answers I give will be kept anonymous 
and confidential, and results of the survey will be reported in summary form. My name will never 
be associated with my individual responses. Participation in this assignment is voluntary. If I 
choose not to participate, my grade in this course will not be affected.
Signature of participant
W ’ PARTICIPANT’S COPY
Appendix C: Institutional Review of Research Involving Human Subjects
INSTITUTIONAL REVIEW OF RESEARCH 
INVOLVING HUMAN SUBJECTS
Note: .Please complete this form and attach brief responses to the issues raised, keeping in mind that the primary concern 
•«s the potential risk, (physical, emotional, or otherwise, to the subjects. The Institutional Review Board (IRB) must have 
v^pugh information about the transactions with the subjects to evaluate the risks of participation. Assurance from the 
investigator, no matter how strong, will not substitute for a description of the transactions.
(This form is available on disk for PC users - call 753-8588)
*************************************************************************************************
Name(s): Almee D. P raw itz, Ph.D._______________________ Department: School o f  Family,Consumer &
N u tr itio n  S cien ces
Mailing Address: Northern I l l i n o i s  U n iv ersity ____________ Phone: (815)753-6344- ______________
DeKalb, IL 60115
Project Title: Older Adults in  Magazine Advertisements: An Accurate Portrayal?
Data Collection Start Date: September, 1999 _______________ Note: Unless designated "Exempt" by your
department chair or designee, this project must receive formal clearance in the form of an approval letter from 
the IRB Chair prior to the start of data collection. Projects designated exempt must still be submitted to the IRB 
within two weeks of that determination.
Type of Project (Check one)
____  Externally Sponsored Research
(Source of Funding:___________________________________  )
Office of Sponsored Projects file number: _______ ______________
____  Departmental Research xx Graduate School Fund
____  Thesis/Dissertation (Chain ___________________________________ )
____  Other (Specify:______________________________________________ )
*************************************************************************************************
For All Projects
1. Briefly describe the purpose of your study, and, in nontechnical terms, what will happen to your subjects. 
Provide copies of all stories, questionnaires, or other documents to be used in the investigation.
2. Describe any potential risks to your subjects.
3. Give the anticipated ages, sex, and number of subjects, and explain how and where they will be recruited.
4. Describe the procedures for obtaining informed consent as provided for in the Code of Federal Regulations, 
v y section 46.116.Append any form(s) to be used.
(over)
For Non-Exemot Projects Only
5. If minors are involved, describe the procedures for obtaining verbal assent to participate from the minors capable 
of
giving assent, as well as the procedures to obtain parental or guardian consent.
6. Explain howthe knowledge to be gained and/or the benefits to the subjects) from the proposed research justify 
the
risks which the subjects may incur.
7. Explain what, if any, support services will be provided in the event of harm to a subject.
8. Describe briefly all similar research utilizing human subjects that you have conducted within the last three years.
t*********^***********************************^************************************************
Required Signatures - All Projects 
CERTIFICATION
I certify that I have read and understand the policies and procedures for research projects that involve human subjects and 
that I intend to comply with University Policy. Significant changes in the approved protocol will be submitted to the IRB 





Signature of Faculty Advisor Date
(Student Project Only)
Departmental Determination according to 45 Code of Federal Regulations 46:
____ Project is exempt. (Cite the exempt categoiy:____________________ )
____ Project is referred for expedited review. (Cite the appropriate expedited category:____________________ )
____ Project is referred for fidl IRB review.
Signature of Department Chair/Designee Date
t***************************************************************^*****************,!. *************
Return this form, together with necessary documentation, to the Office of Research Compliance, Williston Hall, Rm. 
3'*'7 or the Graduate School in Altgeld Hall.. For information or additional assistance with the approval process, please 
o ^ th e  office at (815) 753-8588.
10/95
Name: Aimee D. Prawitz, Ph.D.
Dept.: School of FCNS
WAddress: School of FCNS, NIU, DeKalb, IL 60115
Phone: 753-6344
Project Title: Older Adults in Magazine Advertisements: An Accurate Portrayal?
Data collection to start: September, 1999
Type of Project:
x Graduate School Fund
1. The purpose of the study is to determine whether students perceive a difference in the 
portrayal of the elderly in magazine advertisements from 1978 and 1998. Additionally, 
students’ attitudes toward the elderly in general will be determined. Students enrolled in 
classes in the School of FCNS will be administered survey questionnaires during classes. 
Participation will be voluntary, and students’ names and other identifying information will not 
be requested. Sample of survey questionnaire and consent form are attached.
2. No risks are anticipated.
3. Data will be collected from male and female college students. With the permission of 
professors, we will recruit FCNS students during scheduled class times.
4. No minors will be used in the study. Questionnaires from students indicating they are age 17 




J j M  N O R T H E R N  I L L I N O I S  
U N I V E R S I T Y
™  ™ ^  1 8 9 5 - 1 9 9 5
O ffice of Research C ompliance 
Institutional R eview B oard
T he Graduate S chool
TO: Aimee D. Prawitz
School of Family, Consumer &
Nutrition Sciences
D eKalb, Illinois 60115-2864 
(815) 753-8588 
FAX (815) 753-6366 
E-Mail nwillott@niu.edu
FR: Virginia R. Cassidy, Chair V  n ^ j \  
Institutional Review B o a r d ^ j ' ^  *
RE: Faculty Research Involving Human Subjects for the Project Titled 
Advertisements: An Accurate Portrayal?”
“Older Adults in Magazine
This is to inform you that your above-named research project has been approved by this office as exempt 
from the Code of Federal regulations (45 CFR 46) for the protection of human subjects. The rationale for 
exemption is section 46.101b, paragraph 2.
Because this research project has been designated "exempt", this approval is final. You will not need any 
further review of this project unless you decide to modify it. If you intend to change the procedures, 
subject pool, or otherwise to modify the protocol so that it would no longer quality as exempt, you will 
need to contact the Office ol Research Compliance about approval ot the changes.
It is important for you to note that as a research investigator involved with human subjects, you are 
responsible for retaining any signed consent forms obtained from your subjects in a secure place for a 
minimum of three years after the study is concluded. If consent for the study is being given by proxy 
(guardian, etc.), it is your responsibility to document the authority of that person to consent for the subject. 
The committee also recommends that the informed consent include an acknowledgment by the subject, 
or the subject's representative, that he or she has received a copy of the consent form. In addition, you are 
required to promptly report to the IRB any injuries or other unanticipated problems involving risks to 
subjects and others.




Northern Illinois University is an Equal Opportunity/Affirmative Action Institution.
